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Abstract 
This study will examine the partnership relationship between economic academic and business environment and will 
propose a series of measures regarding how this relationship can help shape the modern university. In this paper we 
have studied the academic environment-business environment relationship as a key component in providing 
marketing orientation to modern university, aimed to provide superior value to all categories of stakeholders that the 
education institution interacts with.To achieve its purpose, we started by analysing the scientific literature, on one 
hand, to see on what extent it may now speak about the marketing orientation of higher education institution, and on 
the other hand, to identify the main categories of public interest that the institution interact with. We valued the 
experience gained from implementing a project financed by European funds, which aims, among other objectives, to 
develop the collaboration between the academic and business environment to improve the specialized practical 
training of Economics students.  Last but not least, there were conducted in the study more focus group with 
members of the main categories of public- students, teachers and traders (managers) we work with in the project 
previously remembered. We conclude that the sustainability of economic higher education institutions, the strategic 
aim of marketing orientation of modern university, is achieved only by satisfying the external customers (students, 
business environment, society) and the internal customers (the teachers). The study results illustrate that the 
relationship between higher education institution and business environment is fragile, but recognized as a key 
component of marketing orientation and providing superior value. There is an openess from both sides. Are well 
aware of the benefits of such relationships. Although there is common interest, there is equally some difficulties in 
materializing and operating of such relationships. Therefore, we concluded that it is necessary to develop a code of 
best practices to harmonize the elements underlying the marketing orientation of the modern university and to take 
into account also the legislative framework that governs the modern university relationship with all categories of 
stakeholders.  
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1.1. Introduction 
Today higher education institutions are in a situation that calls for the need to identify solutions to problems 
caused by educational market characteristics. Changes in higher education in the public and private sector in recent 
years were presented by 
), Levy (2002, 2003, 2004, 
2006, 2008), Kinser and Levy (2005), Kirp (2004). 
Expanding the private sector, the emergence of performing national and European universities led 
to increased competition in the educational market. Higher education has become a commodity 
and therefore, this condition leads to the urgent need to use marketing tools, implementation 
of university marketing orientation should be more like a strategic objective. Kohli and Jaworski (1990) consider it 
appropriate to use the concept of market orientation, and in their opinion, it involves the responsibility of the entire 
organization in the relationship with consumers and all other relevant stakeholders. 
Jaworski and Kohli, (1993) have developed a global model of market orientation illustrating the three major 
activities that give shape to the concept of market orientation, respectively to generate information on the needs and 
preferences of consumers, disseminating information within functional departments of the organization and the 
response of the organization rendered by products and services which are created according to customer needs. 
Narver and Slater (1990) explain the approach to the market as a phenomenon which takes into 
account values of the organization, organizational culture. Improving the efficiency and effectiveness, the ability to 
provide value to the customer are centered on the customer focus and orientation to competition both in collecting 
information and in terms of value creation.  
We believe that for the higher education market in Romania is appropriate to mention about the market 
orientation to the detriment of the concept of marketing orientation because on the higher education market there are 
actors from public and private sector,  and on the other hand, public higher education system is financed to a 
significant extend from its own resources, students paying tuition fee  in exchange for educational services, so we are 
talking about the existence of specific market exchange relationship.  One of the major problems of market 
orientation of the university is the integration with the two traditional functions of the university  education and 
research of the third, the marketing. 
Marketing orientation of the modern university is considering to concern for customer satisfaction by 
implementing those strategies that will allow adapting the educational offer to customers so that it becomes more 
attractive to all classes of customers. Marketing approach should focus on the fundamentals of the education system, 
namely the educational process with the university management, the necessary infrastructure, on the special needs of 
the service bidder and of the customers. In higher education institution marketing orientation should be 
based primarily on y the client to the university. 
Clayson and Haley (2005) consider the student an active element, a partner university and not a 
Therefore, the proper orientation of the university to its clients requires such a foundation of organizational culture, 
of the system and procedures to ensure successful long-term relationships with stakeholders as a guarantee of the 
sustainability, given that the resources are limited (Siu Noel Wilson, 1999). 
By applying the marketing in higher education institutions there are obtained certain categories of benefits, 
Regarding university education, customers are represented by students, economic agents, society. In the specialized 
literature it is used the notion of of stakeholders or interested parties for services provided by universities, which are 
represented by: students, their families, local communities, society as a whole, organizations, authorities and public 
administrations, organizations, donors, others (Rowley, 1997; Macfarlane and Lomas, 1999; Marcet, 2001; Cooper, 
2002; Ernawati, 2003; Sahne  
Jurica , Niksic Alfirevi , Zoran Mihanovic (2008) have used in the model of market 
orientation model in higher education institutions in Croatia seven categories of stakeholders, namely pupils 
as prospective students,  the economy represented by potential employers, teachers and other state institutions, the 
parents of current pupils and prospective students and other competitive higher education institutions.  
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In the implementation of marketing orientation university must not be restricted only 
to external client represented by students, their families, organizations, society, but must consider also the internal 
ones because a performant relational marketing involves, in Berry's view, also the enhancing the relationship with the 
internal customers, with respect to the university  the teachers, because as attracting, retaining and motivating 
a quality staff will lead to a sustainable relationship with customers.  
 loyalty, profitability as factors that contribute to obtaining the value of 
each service were included by Rust, Zeithaml and Lemon (2000) and Heskett, Sasser and Schlesinger (1997) into a 
new concept, that of fairness to the customer. The concern of Concern service organization to 
provide customer equity capital will  by the contribution of 
customer value. For universities, direct customer value can be determined mainly by the abilities and 
skills of teachers and students. 
Recent studies carried out in university marketing 
have shown that the relationship graduate  university played by its image among stakeholders directly contribute 
to shaping the competitiveness of the university.  
 
1.2. Research methodology. 
 
In order to achieve the purpose of the research, an extensive analysis of the international literature was done 
for identifying the main stakeholders of a modern university. Thus, there were selected the most important interested 
groups considered in our study: employers, students and teachers. In order to determine the perceptions over the 
different aspect of the academic community  business community relationship in these groups, there were 
conducted four focus groups during November-December 2011.  
The two focus groups organised with employers were centred on two main directions: (1) the identification 
he most important competences and skills that graduates should have in order to be 
productive from the very first day within companies, (2) the identification of some solutions in order to improve the 
interaction between teachers and companies with the pur
methods. In the focus group organised with students there were identified the perceptions over the competences and 
skills that they should have in order to access a job. The focus group organised with teachers was focused on 
identifying 
construction through empirical research. These focus groups were organised distinctly for each considered group in 
order to determine some gaps of perception and so to identify the solution for reducing the distance between groups.     
 
1.3. Relationship of partnership between academic and business environment 
 
In our study we started from the premise that it is necessary a strategic change orientated to the market 
appreciated as an effort of the university to assess customer needs, to adapt their functional 
structure and work tools so that they know very well  that will try to satisfy better than 
the competition, thus creating a competitive advantage. 
We took into consideration especially the study of the relationship between the university and 
two categories of customers of the university, students and economic agents, prospective employers that 
through their satisfaction level can contribute substantially to the sustainability of the university on the market of 
economic higher education.  
One of the categories of important customers of higher education institutions are students interested 
in acquiring basic knowledge and developing skills and competence specific to the domain they are preparing for. In 
terms of academic curriculum structure, in the theoretical space, the content of teaching process is well designed, 
being the result of a continuous improvement process developed at a national level by competent bodies. 
Specialized practical training is a weakness of graduates of programs in economics, on the one hand because of the 
allocated time considered by the employers as being extremely short, and on the other hand, because of the way this 
program is implemented. Although there is legislative support  the successful implementation of this 
activity extremely important for all customers of the university is difficult.  
725 Diaconu Mihaela and Pandelica˘ Amalia /  Procedia - Social and Behavioral Sciences  62 ( 2012 )  722 – 727 
 
The precisely implementation of the legislative support    mentioned above would contribute substantially 
to increase practical specialist training as it requires active involvement of the economic agent by the accountability 
of a person in the position of tutor whose role is to agree with the supervising teacher the specific activities of the 
organization, practice basic  that will contribute to the development of the competences specific to program of 
study covered by the student and the field in which the organization operates.  
Specialized practical training may be considered, from a marketing university prospective, an important 
element of the start of sustainable relationship between academic and business environment as a guarantee of the 
competitiveness of the university. 
Another class of customers equally important is that of the organizations that are interested in taking over 
from the universities those graduates that are able to adapt quickly to the specific of the organization activity and to 
work efficiently. 
The capability of the graduates is influenced by the quality of teachers, the quality processes within the 
education and research system, the curriculum quality, the quality of infrastructure the involvement of students in 
learning. 
 
1.4. Discussions and conclusions 
 
The practical training level of teachers is a weakness currently in universities because they are not involved, 
perhaps with some exceptions, directly in the business environment.  
The quality of processes in the education and research system suffers because of the lack of direct 
involvement of the economic agents interested in recruiting human resources since the college. This involvement can 
be materialized in financial support of some students with performance sponsoring their participation in national and 
international competitions, providing case studies of current practice and problems specific to the organization for 
which they want to identify solutions with the help of the teachers and students.  
The involvement of students in the learning process can be substantially improved if they are financially and 
morally motivated by some employers interested in their professional development. The existence for students of a 
database concerning possible jobs that can be accessed part-time during studies can also be a mobilizing 
factor for students.  
It is needed an information about the economic agents about the university curricula, the skills 
that university form for graduates to support the business environment in formulating the expectations for the 
amount of information and the work skills with which graduates are moving from the academic environment into the 
 graduates are far beyond the actual 
possibilities of university curricula. They do not always take into account also the added 
value that graduates can earn through continuing training activities and by identifying patterns in economic units 
where they are engaging.  
It appears more and more necessary to create a code of best practices to harmonize the elements that 
underline the relationship between academic and business environment to take into account the specific needs 
and the legislative framework that governs the modern university relationship with all categories of stakeholders. 
The participation of representatives of employers to the presentation of  the undergraduate and dissertation 
work of students may also be a link  to strengthen the partnership between the academic and business environment.  
Another aspect of the relationship between academia and business is represented, from our point of view, by 
the involvement of the representatives of economic agents in improving the learning process of the students by 
presenting the practical aspects in some exposures to specialized disciplines. 
We also consider appropriate the continuing training of university teachers by 
including them in professional associations belonging to different fields to be aware of their concerns and to retrieve 
information, opinions useful in theoretical and practical training of students. 
Based on Berry's view that defines employees as internal customers and who considered the employee 
satisfaction as a condition to have external satisfied customers we also considered an important category of 
university customers, the teachers that are formed into personal contact in the relationship with the student clients 
and their families and into relationship with the economic agents and into of the process of building the reputation 
of the university image.  
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Identifying the needs of teachers in terms of their academic career and satisfying them by the long-
term connection with the business environment of the university is a guarantee of the university sustainability  in 
a dynamic competitive environment. There are more frequent the cases where the business environment as a much 
greater infrastructure than the existing in universities. Identifying some ways in which teachers use this 
infrastructure to develop themes of interest for the economic agent and for its evolution in the workplace would 
contribute to the success of university marketing.  
Both the university and its main customers, namely the students and employers have important 
responsibilities in terms of successful implementation that underpin the marketing orientation of the university. The 
main role goes to the students through the interest they manifest in terms of involvement in the training process for 
 extremely important both in the 
involvement of an appropriate training of specialized practical training of graduates and in the interest shown to 
support the university in its transformation process in an entrepreneurial university.  
The sustainability of the university on economic higher education market can be maintained only by 
developing common policies of the university as a provider of educational services and students and employers 
as direct beneficiaries of the results of implementing the university operational marketing. The establishment 
of competence centres that deal with economic issues of local and regional economic environment (the operational 
 
It is required a more efficient policy communication of the university with the students and the business 
environment regarding how the volume of information given to students   can be exploited both by 
students and employers; the students do not know which are the expectations of the employers from them, as 
the employers do not know too many aspects about the university curricula, the skills by which the university is 
committed by each study program to train students given that their involvement is appropriate.  
The insertion of graduates into the labour market, a relevant indicator of the strategic orientation of the 
university to the market depends of the labour market particularities and also of the involvement of employers in 
defining and accurately assessing the potential of the graduates demonstrated by the volume of knowledge, skills and 
crosses related to the program study covered by students.  
The criteria that underlie the selection of the economic higher education graduates are, in particular, the 
average graduation, reputation of the university, study abroad internships, field experience, 
teacher recommendations. There are very rare the cases of selecting the graduates as a result of crossing a specialized 
practical training and as a result of strong relationships between academic and business environment.  
It is necessary to know in detail by both teachers and employers of all types of professional skills as they 
were established by the National Register of Qualifications in Higher Education and became mandatory to 
instrument by each higher education institutions in accordance with the Order of the Ministry of 
Education, Youth and Sports nr.5703/2011. In general the assessed abilities and skills represent the competence 
to use the computer, to speak in a widely spoken language, teamwork, initiative, punctuality, attitude towards work, 
critical thinking, reasoning, the ability to summarize the information received, discipline.  
In conclusion, the university's market orientation is fragile. The attention is focused mainly on operational 
issues rather than strategic issues. 
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